The world has changed a lot in the past years. The rapid advances in technology and the changing of the communication channels have changed the way people work and, for many, where do they work from. The Internet and mobile technology, the two most dynamic technological forces in modern information and communications technology (ICT) are converging into one ubiquitous mobile Internet service, which will change our way of both doing business and dealing with our daily routine activities. As the use of ICT expands globally, there is need for further research into cultural aspects and implications of ICT. The acceptance of Information Technology (IT) has become a fundamental part of the research plan for most organizations (Igbaria 1993). In IT research, numerous theories are used to understand users' adoption of new technologies. Various models were developed including the Technology Acceptance Model, Theory of Reasoned Action, Theory of Planned Behavior, and recently, the Unified Theory of Acceptance and Use of Technology. Each of these models has sought to identify the factors which influence a citizen's intention or actual use of information technology.
User acceptance is often the pivotal factor and a central focus of Information Systems (IS) implementation research in determining the success or failure of an information technology product (Swanson 1988; Davis et al1989; Thompson et al1991; Davis 1993; Igbaria 1993) . Availability of information technology does not necessarily lead to its acceptance. Most information system failures result from a lack of user acceptance rather than poor quality of the system (Torkzadeh and Angulo 1992, Igbaria 1993 , Davis 1993 .
Previous research into user acceptance of information technology has mainly concentrated on users' attitudes toward acceptance while neglecting the role of social norms. It was also noticed that few IT characteristics were researched and these were not approached in a coherent manner (e.g., Davis 1986, Davis et al1989, Thompson et al1991, Igbaria 1993 , Davis 1993 ). Thus, it was recognized that the study would need to consider a broad range of IT characteristics and investigate the normative side of the equation besides that of attitudes toward usage.
Information and communication technology (ICT) use has proliferated throughout most sectors of the economies of developed countries. As mobile Internet plays an important role in the explosion of ICT, consumers' acceptance behavior needs to be understood. A greater understanding of the factors that impact this behavior could help organizations develop appropriate ICT adoption strategies. What little research there has been on ICT acceptance is general and this study aims to expand this field by probing the consumers' acceptance of information and communication technologies. In the technologically developed world, IT adoption is faced by barriers, such as the lack of top management support,
Introduction
Information and communications technology or information and communication technology (ICT), is often used as an extended synonym for Information Technology (IT), but is a more specific term that stresses the role of unified communications and the integration of telecommunications, computers as well as necessary enterprise software, middleware, storage, and audio-visual systems, which enable users to access, store, transmit, and manipulate information (Wikipedia, 2012) . ICT is an interdisciplinary area of research driven and shaped by the fast development of computing, communication, and Internet-related technologies, which have a great impact on our societies and daily lives. Over the last few decades there has been an increase in ICT research, which has changed and shaped the way societies and organizations operate and produce their goods and services.
The rapid advances in technology and the changing of the communication channels have changed the way people work and, for many, where do they work from. Hence, it is not only the generation of new technologies, but also its diffusion throughout the economy which affects productivity growth at the macro-level. Pilat and Lee (2001) , showed that to capture the benefits of ICT it is not necessary to dispose of an ICT producing sector. Timely diffusion of new technology or, from the firm's point of view, its adoption is a key element to securing economic growth.
ICT use has proliferated throughout most sectors of the economies of developed countries. In the recent years, the mobile industry as a whole has been growing at an increasing pace (Liu & Li, 2011) . Despite the recent downturn following the global financial crisis, the mobile industry has stayed relatively unscathed. With the so-called smart phone revolution, where advanced mobile devices are starting to see mass-adoption, the demand for more sophisticated mobile services is on the rise. Moreover, the penetration of mobile phone handsets and the diffusion of mobile technologies have been dramatically increasing in recent years. While it is still too early to predict that a mobile phone will become the ultimate converged device, people already carry their mobile handsets anytime and anywhere and use them for different purposes.
According to a recent study by on global mobile data traffic forecast, Smartphones represent only 12 percent of total global handsets in use today, but they represent over 82 percent of total global handset traffic (Cisco, 2012) . Moreover, the number of mobile phone subscriptions reached almost 6,000 million at the end of 2011, representing a penetration rate of 86.7 percent worldwide and 78.8 percent in developing countries (ITU, 2012) . Hence, during the period from Sep. 2011 to Sep. 2012, on an average around 265,000 countries where sufficient resources and government support exist, the technology has failed to be effectively transferred (Atiyyah, 1989; Goodman and Green, 1992) . While the uses of IT are varied, the common tie of technology use in the developing counties is one of limited diffusion (Goodman and Green, 1992) .
From the practical perspective Saudi Arabia, the world's largest oil producer (CIA 2012) and it has the largest and fastest growth of ICT marketplaces in the Arab region (AlGhamdi et al, 2012) . Hence, practitioners, managers and decision makers in the Saudi IT and telecommunication sectors are in need of information about how their customers act and react. The penetration of mobile phone handsets and the diffusion of mobile technologies have been dramatically increasing in recent years. While it is still too early to predict that a mobile phone will become the ultimate converged device, people already carry their mobile handsets anytime and anywhere and use them for different purposes.
Research Methodology
Research is an accepted investigation to find answers to a problem. Deciding on the appropriate research methodology is an essential part in defining the steps to be taken toward the completion of the research (Leedy, 2005) . The methodology itself outlines all the essential steps to be followed in gathering and analyzing the data for the research. The first stage provided the research framework for the study based on a theory from social psychology and an application model of IT acceptance and use. The second stage led to the choice of the 'self-administered questionnaire' as a suitable research strategy and to a definition of the study sample. This stage provided the research data from 238 citizens of different educational and industrial backgrounds. In the third stage the data will be analyzed using different analysis techniques of varying levels of sophistication. Agarwal (2000) defines technology adoption as the use, or acceptance of a new technology, or new product. In Information Technology and Information System (IT/IS) research, numerous theories are used to understand users' adoption of new technologies. Various models were developed including the Technology Acceptance Model (TAM), Theory of Reasoned Action (TRA), Theory of Planned Behavior (TPB), Innovation Diffusion Theory (IDT), Task Technology Fit (TTF), and recently, the Unified Theory of Acceptance and Use of Technology (UTAUT) are often used as the theoretical bases. Each of these models has sought to identify the factors which influence a citizen's intention or actual use of information technology.
Research Model and Theoretical Framework
TAM proposes that perceived ease of use and perceived usefulness are two main beliefs affecting user adoption (Davis, 1989) . Due to its parsimony, TAM has been used to explain user adoption of various mobile services, including mobile payment (Chandra et al., 2010) , short message services , mobile shopping (Lu and Su, 2009 ), mobile ticketing (Mallat et al., 2009) , and mobile Internet (Shin et al., 2010) .
IDT notes that relative advantage, complexity, compatibility, trialability and observability predict user adoption (Rogers, 1983) . IDT has been examined in the context of multimedia message services (Hsu et al., 2007) , mobile payment (Mallat, 2007) , and mobile banking (Lin, 2011) . TTF proposes that only when task characteristics fit technology characteristics will user performance be improved (Goodhue and Thompson, 1995) . TTF has been used to examine user adoption of location-based services (Junglas et al., 2008) , and mobile work (Yuan et al., 2010) .
UTAUT was developed by Venkatesh et al. (2003) to predict user adoption of an information technology. UTAUT integrated eight theories, including the TAM, IDT, the theory of reasoned action (TRA), the motivational model, the theory of planned behavior (TPB), a model combining the TAM and TPB, the model of PC utilization and social cognitive theory (SCT). With empirical analysis, Venkatesh et al. (2003) found that performance expectancy, effort expectancy, social influence and facilitating conditions are the main factors determining user adoption. Among them, performance expectancy is similar to perceived usefulness and relative advantage. Effort expectancy is similar to perceived ease of use and complexity. Social influence is similar to subjective norm. Since its inception, UTAUT has been used to explain user adoption of a variety of information technologies, including location-based services (Xu and Gupta, 2009 ), mobile technologies (Park et al., 2007) , mobile banking (Zhou et al., 2010) , Internet banking (Im et al., 2011) , and health information technologies (Kijsanayotin et al., 2009 ). Due to the relatively low adoption rate of mobile services, extant research has paid much attention to prior work of Venkatesh (2003 Venkatesh ( , 2012 and Zohu (2011) when identifying the factors affecting mobile user behavior.
Performance Expectancy reflects the perceived utility associated with using mobile Internet. Mobile Internet frees users from temporal and spatial limitations, and enables them to acquire information or services at anytime from anywhere. This can improve users' living and working performance and efficiency. According to the expectation confirmation theory, when users' expectation is confirmed, they will be satisfied (Bhattacherjee, 2001) . Thus performance expectancy will affect user satisfaction. Extant research has also noted the effect of perceived usefulness (similar to per-formance expectancy) on satisfaction (Bhattacherjee, 2001; Lee et al., 2007a) . In addition, performance expectancy will also affect continuance intention.
Effort Expectancy reflects the perceived difficulty of using mobile Internet. The constraints of mobile terminals such as small screens and inconvenient input have made it relatively difficult for users to search for information on mobile Internet (Lee and Benbasat, 2004) . If users need to invest great effort on learning to use or skillfully using mobile Internet, they cannot feel satisfied. Thus effort expectancy will affect user satisfaction. In addition, users may discontinue their usage if mobile Internet service providers cannot present an easy-to-use interface to them. Prior research has revealed the effect of perceived ease of use (similar to effort expectancy) on user satisfaction (Lee et al., 2007a) and continuance usage (Shin et al., 2010) .
Social Influence reflects the effect of referees' opinion on individual user behavior (Zhou, 2011) . According to social influence theory, users tend to comply with other important referees' opinions (Bagozzi and Lee, 2002) . Thus when others who are important to a user recommend him or her to use mobile Internet, he or she may follow their suggestions. Hong et al. (2008) also found that social influence has a significant effect on the continuance intention of mobile data services.
Facilitating Conditions mean that users have the resources and knowledge necessary to use mobile Internet. Users need to bear the costs of using mobile Internet, such as communication fees and service fees. In addition, they need to be equipped with necessary knowledge to operate mobile Internet, which represents an emerging technology. If users do not own these resources and knowledge, they may not continue their usage of mobile Internet (Zhou, 2011) . Perceived Value is defined as the consumer's overall assessment of the utility of a product based on perceptions of what is received and what is given (Zeithaml, 1988) . In the case of mobile Internet, potential users would probably compare all the attributes of mobile Internet usage with prices of previous mobile phone calls and stationary Internet access. The price value is positive when the benefits of using a technology are perceived to be greater than the monetary cost and such price value has a positive impact on intention. Thus, we add price value as a predictor of behavioral intention to use a technology (Venkatech et al, 2012) .
Perceived Playfulness reflects the pleasure and enjoyment associated with using mobile Internet. Perceived enjoyment is an intrinsic motivation that emphasizes the usage process, whereas perceived usefulness is an extrinsic motivation that emphasizes the outcome (Davis et al., 1992) . Users expect to acquire enjoyment when they adopt mobile Internet to obtain ubiquitous information and services. When this expectation is met, users will feel satisfied. Thus perceived enjoyment may affect satisfaction. O'Cass and Carlson (2010) also noted that flow affects user satisfaction with professional sporting team websites. Lee et al. (2007b) reported that flow affects online banking users' satisfaction. In addition, perceived enjoyment may also facilitate continuance usage. If users cannot obtain enjoyment from using mobile Internet, they may discontinue their usage due to an unpleasant experience. The effect of perceived enjoyment on user behavior has been validated in extant research (Koufaris, 2002; Dickinger et al., 2008) .
Attention Focus reflects a user's immersion when using mobile Internet. Mobile users often perform multiple tasks on movement, such as listening to music and accessing mobile Internet. Thus their attention allocated to mobile Internet may be limited. If they cannot focus their attention, their experience may be affected (Zhou, 2011) . This may decrease their satisfaction and continuance usage intention. Koufaris (2002) also noted that concentration (similar to attention focus) affects online shoppers' return intention.
Behavioral Intention is defined as a person's perceived likelihood or "subjective probability that he or she will engage in a given behavior" (Committee on Communication for Behavior Change in the 21st Century, 2002, p. 31).With increasing experience, consumers have more opportunities to reinforce their habit because they have more time to encounter the cues and perform the associated behavior (Kim and Malhotra 2005) . With increasing experience, routine behavior becomes automatic and is guided more by the associated cues (Jasperson et al. 2005) . As a result, the effect of behavioral intention on technology use will decrease as experience increases. Figure 1 presents the research model as well as the proposed hypotheses and relationship between the eight constructs and the behavioral intentions to accept and use the mobile Internet.
The research study hoped to investigate the relative impact of factors contributing to mobile Internet as a mean of Information and Communications technology acceptance across several consumers with different ages, experience, and educational backgrounds. Davis et al (1989) , Thompson et al (1991) , Igbaria (1993) , and Davis (1993) attempted something similar when investigating the acceptance of IT. Their experience indicated a sample size more than 100 would be needed if statistical analysis was to be conducted satisfactorily with control variables.
The research model includes eight factors. Each factor was measured with multiple items. All items were adapted from extant literature to improve content validity (Straub et al., 2004) . Measurement items in the questionnaire covered the constructs in the research model and were derived from existing literatures. Performance Expectancy (3 questions), Effort Expectancy (4 questions), Social Influence (2 questions), Facilitating Conditions (4 questions), and Behavioral Intentions (3 questions) were adapted Venkatesh et al. (2003) . Perceived Playfulness (3 questions), and Attention Focus (3 questions) were adapted from adapted from Koufaris (2002) , while the Perceived Value (3 questions) adapted from Venkatesh et al. (2012) . An initial sample of 250 responses was received and after the removal of incomplete and duplicate responses, a total of 238 usable responses were included in the sample for analysis. A profile of the respondents is shown in Table 1 .
Reliability and Validity Analysis
To analyze the internal consistency of the constructs, the Cronbach's α was calculated and tested its reliability. The model reliability coefficient is 0.86, which exceeded the 0.7 cut-off value as recommended by Nunnally (1978) . Therefore, all constructs in this study demonstrated acceptable reliability.
A confirmatory factor analysis was conducted to check the statistical validity of the constructs. As shown in Table 2 , all AVE values are greater than 0.5, which indicates that the model had convergent validity. The square-root values of AVE were greater than the correlations between the corresponding constructs and the confidence intervals of the coefficients did not include 1.0, which indicated that the constructs had discriminant validity.
Structural Model
Using structural equation modeling, the hypothesized relationships in the proposed research model were tested and analyzed. As seen in Table 3 , the results showed that the χ2 value of 469.99 (d.f. = 247) with a p-value of .001 indicated a good model fit. In addition, fit indices such as the Normalized Fit Index (NFI = 0.87), Non-Normed Fit Index (NNFI = 0.91), Comparative Fit Index (CFI = 0.93) and Incremental Fit Index (IFI = 0.93) almost all exceeded the suggested level of 0.9, indicating a good model fit. Furthermore, Hair, Anderson, Tatham, & Black (1998) Square Error of Approximation (RMSEA = 0.062) is less than 0.08, this represents a reasonable error of approximation.
The Root Mean Square Residual (RMR) in this study was equal to 0.054, which is below 0.08; hence, it is regarded as evidence of good fit (Hair et al, 2006) . In summary, the overall results suggested that the research model offered an adequate fit to the data.
We next examined the estimated coefficients of the causal relationships between constructs that validated the hypothesized effects. Figure 2 illustrates the estimated path coefficients and their significance in the structural model. Moreover, the measurement results presented in tables 4 and 5, including information about reliability, validity, correlations, and factor loadings and the internal consistency reliabilities (ICRs) of multi-item scales modeled with reflective indicators was .75 or greater, suggesting that the scales were reliable. The average variance extracted (AVE) was greater than .70 in all cases and greater than the square of the correlations, thus suggesting discriminant validity. The pattern of loadings and cross-loadings supported internal consistency and discriminant validity.
Discussion and Conclusion
This research presented clearly shows the need for a thorough understanding of user attitudes and preferences towards ICT acceptance. As more technological innovations are introduced in rapid succession and an increased number of those innovations are failing, profound insights in the determinants towards adoption and use become more important. The research problem domain was discussed and the researcher's assumptions of the influential effects on mobile Internet acceptance and use are being explored. Also, the research questions that laid the foundations of this research study were explained. The factors affect end users adoption of mobile Internet, as a mean of ICT, have been investigated, analyzed and tested. The key results are summarized as below;
First, in this study, it has been proposed that the factors affecting end users adoption of ICT were: performance expectancy, effort expectancy, social influence, facilitating conditions, perceived value, perceived playfulness, attention focus, and behavioral intention. The survey was conducted with all the age groups who have experienced mobile internet. The survey subject were mainly constituted with 20-30s age group, the academic qualification of respondents were the highest in college graduate 53.4%, and the majority of them were students as 46.6%. It was also found that most of the participants were frequent users as 40.3% use mobile Internet many times daily with a high usage experience of 3-5 years for about third of the participants.
Second, analysis result showed that performance expectancy, perceived playfulness, social influence, and facilitating conditions among major variables affected significantly on behavioral intention which turns significantly on ICT use.
This research has some limitations. The first limitation concerns generalizability of the findings. As our study was conducted in Saudi Arabia, where mobile Internet is developing rapidly but is still in its early stages. Thus, our results need to be generalized to other countries that have developed mobile Internet. Second, most of our respondents were students. Although they represent the majority of mobile Internet users, future research can generalize our results to other samples, such as working professionals. Finally, we have studied only one type of Information and Communication Technology (i.e., mobile Internet). Future research can build on our study by testing the model in different countries, different user groups, and different technologies.
Finally, the framework presented within this article sets the goal to contribute to technology acceptance research by providing a comprehensive model, although it consists of a limited number of adoption and use determinants. This instrument allows supporting both ICT managers as policymakers with their innovation strategies, starting from a common framework.
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